SMEs and entrepreneurship are the foundational drivers for the creation of economic value, source of innovation, employment and wealth generation across the globe (Inventis, 2014) . The beauty service industry is one of the most flourishing industries in contemporary Beirut, the capital of Lebanon, as versatile demands from men and women have catered to this uplifting growth. A national scandal, however, lead to the suspension of several beauty centers, and conveyed a challenge for competitive small-medium enterprises (SME) to sustain relationships with customers over the long-run. The aim of this study was to discover the extent to which CRM is implemented in SMEs, using the case of beauty centers in Beirut, Lebanon. The study employed a quantitative approach where data was collected by means of a questionnaire, from a sample of 103 customers. Four variables, as components of CRM, were measured in this study. Results of the statistical analysis found that SMEs in Lebanon implement CRM strategy to a good extent. This research provides recommendations for strategically improving relationship-oriented practices in Lebanese SMEs, particularly in the beauty sector.
Introduction
Over 90% of enterprises currently active in the economy can be categorized as SMEs. SMEs and entrepreneurs in Lebanon operate in a complex environment of interrelated elements which impact the ease and speed at which new ventures can be established and transformed into sustainable and competitive businesses (Inventis, 2014) . In such a customer-oriented era, SME can no longer remain the strategies in product orientation; instead, they are required to create and deliver value to targeted customers at a profit. Thus, SME should build relationships with customers for economic reasons. The business generates two key benefits from managing relationship with customers. The first is that less money has to be spent on replacing customers, relative to research, strategic analysis, time, and creative work and the second is that as tenure grows, suppliers gain a better understanding of customer requirements, and as a result, they are more capable of identifying and satisfying the requirements a lot faster. But does CRM can be implemented by any company? The banking industry has implemented CRM widely. They want CRM for its analytical capability to help them to manage customer defection rates and to enhance cross-sell performance (Buttle, 2007) . CRM takes many forms and addresses many relationships issues. Four contexts are considered by researchers: banks, automobile manufacturers, high tech companies and consumer goods manufacturers. Thus the implementation of CRM in the context of SME is a relevant field of research. The researcher explores the degree to which Lebanese SMEs implement CRM, using the case of beauty centers, from the customer's perspective.
Literature Review

Defining SME
Institutions and governments in the public and private sector all over the world emphasize that standard definitions of SMEs are difficult to form, especially since there are three categories of enterprises (micro, small, & medium) that contain a large gap in terms of organization, structure, and ways of functioning in the market (Rostek, 2015) . Therefore, institutions develop their own definitions that suit their requirements. The European Commission (2001) defines an SME as an enterprise that employs fewer than 250 people, and is considered to have annual sales of less than £50 million (Analoui & Karami, 2003) . Since statistical information is scarce in Lebanon, there is a lack of a formal definition for SMEs in this region. The World Bank's MSME database estimates that before the final war in Lebanon, approximately 192, 569 SMEs were operating in Lebanon, which effectively translates into a rate of 47.2 MSME per 1000 people (MSME database, World Bank, 2006) . SMEs face a lot of challenges that significantly delay their progress, growth and eventually their contribution to economic development. SMEs face the unique problems of uncertainty, innovation and evolution. Small enterprises have limited resources related to finance, time, marketing knowledge, and expertise (Reijonen & Laukkanen, 2010) . Thus, Marketing practices in small enterprises differ from those in large enterprises due to certain constraints. However, because of their smaller scale, SMEs have a tendency to form intimate, more personal relationships with customers than larger organizations, as found in several studies in the banking and finance sector (Ozgener & Iraz, 2006; Kirmaci, 2012; Ndubisi et al., 2007; Shen & Russell, 2007) . This involves creating the optimum experience for the customer every time that they interact with the company (Scarborough, 2011) .
Defining CRM
A collection of definitions has been reviewed from several scholars to better understand the meaning of CRM in business. Scholarly writers differed among each other while formulating a specific definition for it. According to Ozgener and Iraz (2006) , CRM is a cross-functional process that provides personalized treatment to the most valuable, or profitable, customers in order to increase customer retention and the effectiveness of marketing activities. According to (Shen & Russell, 2007) , CRM embodies the modern paradigm of relationship management, and leverages information technology (IT) to acquire customers, understand and satisfy their needs and expectations, and maintain long-term relationships through retention programs that build customer loyalty. This definition for CRM reflects on its ability to use technology to deal with customers. Swift (2000) , as cited in Soliman (2011) , defined CRM as: "a method of understanding the customer behaviour through intense communication" in order to improve performance, which is represented in attracting the customer, retaining them, and increasing their loyalty and profitability. In this definition, CRM is regarded as a communication mechanism on the part of the organization that is used to understand customer behaviour. define CRM, based on Gartner (2004), as an IT enabled business strategy that is organized around customer segments, fosters customer-satisfying behaviours, and implements customer-centric processes in order to optimise profitability, revenue, and customer satisfaction. In other words, CRM is an interactive process and directs all its business activities directed towards initiating, establishing, maintaining, and developing successful long-term relational exchanges. Since there are various points of view related to the CRM concept, writers have not reached an agreement on defining it. With the aim of summarizing the most important concepts of CRM, Zablah et al. (2004) demonstrates a five-point view to define CRM. In consideration of the above table, the researcher constructed a definition that suits the goal of the present study. This definition is: CRM is a relationship-oriented strategy that applies people, processes and technology to establish, strengthen, and sustain long-term mutually beneficial relationships with customers. CRM is committed to helping a business deliver value and the right solutions to customers while maximizing business performance and outrunning competitors.
Methodology
In this study, the quantitative research method was selected. This method was the most suitable as it involves the empirical investigation of the research question using scientific methods. The researcher was able to quantify the problem by generating a large quantity of numerical data, or data that can be transformed into useable statistics, to answer the research question (Johanek, 2000) . The quantitative method was appropriate for several reasons. The quantitative approach served the objective of the research, which was to discover to what extent were SMEs implementing CRM, from the customer's perspective. The researcher was able to gather a large amount of data to analyse it statistically, with very little bias involved. The data derived was measurable so as to generate facts and uncover patterns in research. Since the data provided in the quantitative study was numeric, the researcher was able to conduct statistical tests to make statements using descriptive statistics and inferential statistics. Through statistical analysis the researcher was able to develop important facts from research groups including preferences, trends, differences between groups, and other demographic facts.
Variables
According to the literature review, there are many "building blocks" or elements that makeup CRM. However, after an extensive review of literature, the researcher developed the following four elements to apply to the study: customer experience, employee behaviour, value proposition, and relationship development. The definition for each variable will be discussed below. Customer experience is essential to creating value (Prahalad & Krishnan, 2008) . One of the main strategic objectives in CRM is to obtain a comprehensive view of customer needs, and to anticipate and react to changes in those needs by using targeted activities at every touch point (Ozgener & Iraz, 2006; 
Employee Behaviour
Employees have a major impact on the creation, development, and maintenance of customer relationships. For that reason, during any sort of purchase, particularly a service, customers and employees are deemed "inseparable" (Buttle, 2004) . The importance of employee behaviour is prominent in the service industry because there is direct interaction with the customer.
Value Proposition
Perception about value is subjective, and thus, differs from one person to another. Since this is the case, organizations must customize their offerings in order to satisfy the needs and expectations of their customer base, and target the segments that are most profitable (Reijonen & Laukkanen, 2010) . Ideally, a customer-centric organization provides a solution to customers through a process of customization . Customization links the customer to the firm's understanding of underlying needs and expectations.
Relationship Development
An enterprise that seeks to strengthen their customer base not only offers customized service, but continuously develops the relationship with their customers. According to Long et al. (2003) , the most important activity in relationship development is to monitor the process itself. It involves understanding the customer's changing needs and expectations, and then organizing tactics to ensure satisfaction and retention.
Design of the Questionnaire
A questionnaire was the most suitable research instrument to collect quantitative data for the purpose of the study. This instrument allowed the data to be analyzed objectively, and the researcher was able to collect a large amount of information from a large number of people in a short period of time. The questionnaire started with the customer's profile and continued towards specific questions related to variables of the study. The profile section identified the customer's gender, age, marital status, the name of the beauty center they visit, and how often they visit it. The customer' social class, occupation, how much they typically spend for a treatment at the beauty center, and the type of service they purchase were also items of interest in the customer's profile. The next section of the questionnaire contained specific questions pertaining to the variables of the study. The items in the questionnaire for each variable were based on a sufficient literature review of various studies. For the first variable, customer experience, the questionnaire contained eleven items (i.e., appointment reminder, channel of reminder, appointment follow-up, channel of follow-up, promotion information, channel of promotion information, welcoming reception area, refreshing ambiance, waiting time, hospitality, available help). Employee behavior was the second variable and contained eight items (i.e., friendliness, politeness, listening to needs, knowing preferences, quick response, knowledge of equipment, expert in work, and cooperativeness). Value proposition, the third variable, contained six items (i.e., fair price, product quality, equipment quality, convenience of location, service-preference fit, fulfillment of needs). Relationship development was the fourth variable contained ten items (i.e., record of personal information, record of visits, presence of a loyalty-card program, complaint, means of reporting complaint, means of handling complaint, satisfaction of solution for complaint, feedback request, channel of feedback request, seriousness for feedback).
Research Sample
The target population was customers of beauty centers in Beirut, Lebanon. The researcher obtained data from 110 customers of beauty centers, however voided 7 questionnaires which were incomplete and insufficient for providing data to the study. The 103 respondents consisted of males and females. The age category was open to respondents under 18, between 18 and 30, and above 30. The age range was open given the commonality of consumption for beauty-related services among people.
Results
Descriptive Statistics
This section focuses on descriptive statistics derived from the questionnaire. The first subsection discusses the demographic characteristics, using data derived from the "profile" section. The second subsection presents the results pertaining to the extent to which CRM is implemented in beauty centers, based on the customer's perspective. The demographic characteristics of the sample from which the data was collected are presented below. The study contained a total of 103 respondents that were customers of beauty centers in Beirut. Table 2 shows the frequency and percentages pertaining to the characteristics of the sample. The sample population contained both genders, consisting of 10.7% male, and 89.3% female. The female gender was not surprisingly the higher proportion, since females are more inclined to purchase beauty services than men. This confirms that the customers of beauty centers are mostly females. Men comprise only a small portion of the population, and this could be due to cultural taboos or certain perceptions of gender roles that may impinge on a man's likelihood to visit to a beauty center for beauty services. Although Beirut is a contemporary city, the customers who visit beauty centers are still mostly females.
Age of Respondents
The sample population contained 65% of people between the age of 18 and 30, and 35% of people over the age of 30. This sample was representative because people who seek beauty services are typically grown adults, above 18. The population above the age of 30 represent those who purchase beauty services with the desire to "look young", which is an essential quality one must preserve as a modern-day Lebanese (Tabeek, 2015) .
Matrimonial Status of Respondents
In terms of the matrimonial status of the sample population, 42.7% were single, 51.5% were married, and 5.8% were divorced. This shows that those who desire to maintain their beauty are mostly either married or single, since physical appearance and attractiveness is of big importance to people in that kind of stage of life.
Social Class and Consumption
The social class of the sample population comprised of 91.3% medium-class and 8.7% high-class. For the sample's occupation status, 61.2% were working, 15.5% were studying, and 23.3% were unemployed. Therefore, it is presumable that the majority of the sample population could afford beauty services, which are typically expensive. Spending on beauty services makes up a large fraction of a customer's personal expenses, simultaneously with the frequency of their visits to obtain a treatment. In terms of the sample's frequency of visits to the beauty center, the majority (46.6%) visit a beauty center 1-2 times a month, and on occasion (35.9%).
The rest of the sample, being 5.8% visit several times a week, 5% once a week, 3% once every 2 months, 2% once every 3 months, and 2% once every 4 months. The majority of the sample population, being 48.5%, spend between $100 and $500 on a single treatment. At the same time, 26.2% spend more than $500, 17.5% spend between $50 and $100, and 7.8% spend less than $50. While beauty centers offer multiple services, the most common type of service purchased by the sample population was hair-removal, holding 40.4%, followed by facials at 23%, and cosmetic treatments at 18.8%. Services like manicures and pedicures were purchased by 9.9%, body treatment was 7.5%, and hairdressing and dermatology were 0.5% of the sample population.
Beauty Centers Involved
In terms of the beauty centers visited, the majority of the sample population were customers of Jane Nassar consisting of 24%, and 23% were customers of Silkor. 
Descriptive Findings on the Implementation of CRM in SMEs
Response frequencies are summarized below in Table 3 to illustrate the extent to which CRM was implemented in beauty centers. The results tabulated are from the customer's perspective. Each variable in the questionnaire contained several items (in the form of questions) that corresponded to CRM. Several questions were nominal-scale questions that contained direct "yes" or "no" responses, while some were likert-scale questions that contained responses on the scale of strongly disagree (1), disagree (2), neutral (3), agree (4) to strongly agree (5). Responses of (3) and below were perceived as "not implementing" CRM strategies, and responses of (4) and (5), were perceived as "implementing" CRM strategies. Table 3 follows, and illustrates what method SMEs use to contact customers during the interaction. With reference to table below, on average, 77% of customers indicated that SMEs implemented CRM, while 23% indicated that SMEs did not. It devises the responses in detail, based on responses to items in the questionnaire, which pertain to the variables of the study. 
Discussion
According to the customer experience variable, over 70% of the sample population perceived that beauty centers implemented CRM strategies. However, there was only one item in this category that yielded a lower rate than the rest, which was "follow-up after appointment". The result indicates that 51.5% of the sample population was contacted by the beauty center for a follow-up after their appointment, while 48.5% were not contacted. According to Scarborough (2011) , a business' effort to follow-up with a customer shows sincerity, confidence and an honest desire to build an ongoing relationship. Following-up is a relevant element of customer interaction, because customers will feel special and appreciative, and the relationship-building will be memorable for both parties. However, the reason that some SMEs fell behind on the follow-up aspect could be due to a lack of time, or lack of awareness. However, regular follow-up routines can open up potential for repeat business and therefore more profit. This is a relevant component of CRM to consider.
In terms of the employee behaviour, value proposition, and relationship development variables, the majority of the sample population, approximately 80% and above, perceived the beauty center implemented CRM strategies. It is apparent that beauty centers possess the suitable skills and competencies, found in their employees. As employees are in direct contact with the customers, it is crucial that owners ensure that the behaviour of their employees complies with the workplace initiatives. Also, it is apparent that the beauty centers have a decent value proposition for their customers in effort of ensuring satisfaction and continuous business.
However, for one item from the relationship development variable, 83.5% of the sample population responded that the "presence of a loyalty-card program" was not implemented. From that population, 24.3% responded that a loyalty-card was not present, and 59.2% was not aware whether a loyalty-card program existed. While only 16.5% declared that the beauty center had a loyalty card program, this result shows that beauty centers have not yet grasped the importance of this element in the development of customer relationships. Owners of beauty centers should incorporate more loyalty-card programs because it is a strategy that would motivate customers to conduct more transactions and it increases their commitment while accumulating assets to do so. However, according to our results, in the Lebanese context it appears that the tool is unpopular among small businesses. The reason could be based under the assumption that some business owners cannot afford to give incentives to customers, such as free products or services that are otherwise very expensive. However, if the potential benefits are realized, the business could benefit from having a competitive advantage in the market.
CRM applies not only people and processes, but also technology, and therefore it was important for the researcher to discover which methods of interaction are beauty-centers using, as depicted in Table 4 . The sample population reported that the Telephone was the most common source of contact, compared to E-mail or SMS, for matters such as: reminders, follow-ups, promotions, complaints, and feedback. For situations that were more profound, such as promotions, reporting of complaints, and request for feedback, beauty centers used face-to-face contact the most. E-mail, SMS, and social media were the least used. This outcome was expected because the face-to-face method is typically the most cost-effective and intimate source of interaction for SMEs. Some SMEs in Lebanon may not be equipped with the right technology, or CRM systems, that can perform automation. Hence, the economical and more effective alternative is face-to-face. For instance, when informing a customer about a promotion, telling them face-to-face makes them feel like it is an exclusive offer tailored to their needs. Reporting a complaint and face-to-face is a way of handling matters promptly and in private. Moreover, approaching the customer face-to-face to request their feedback also boosts the customer's confidence in the business, to which their contribution is considered important. The use of these certain methods indicates that SMEs are implementing the most efficient CRM strategies for their business in order to deliver value and the right solutions to customers. .4 % n/a n/a n/a Follow-up after appointment n/a 45.6 % 0 % 12.6 % n/a n/a n/a Promotion Information 39.8 % 24.3 % 0 % 34.0 % 0 % 31.1 % 21.4 % Report of Complaint 36.9 % 11.7 % 0 % 1.9 % 0 % 0 % n/a Request of Feedback 69.9 % 16.5 % 0 % 0 % 0 % 1 .0% n/a
Conclusion
Overall, it is apparent that SMEs in Lebanon implement CRM to an impressively good extent. This outcome was unexpected because several considerations about the Lebanese context are far from prospects of development. Lebanon spent many years in civil war, and many years afterwards in recovery. Considerable efforts were spent to support the private sector as the main engine of growth in the Lebanese economy; however, SMEs in Lebanon still operate in a complex environment composed of moderate-to-poor infrastructure setups, economic uncertainty, and slow business activity (Inventis, 2014) . While the environment is challenging and vulnerable to changes, it is composed of heavy competition from small and large rivals in the beauty industry, locally and globally. Nevertheless, since Lebanon is a touristic country, it is known to have a contemporary culture that places great emphasis on physical appearance, and customers nowadays, have become empowered and have versatile demands. Therefore, as a consequence, entrepreneurs are forced be in harmony with changing demands over time and must break traditional means of doing business in order to survive in the market. This means to transition from traditional marketing initiatives to new, relationship-oriented strategies, such as CRM. Initially, investments in CRM strategies were more apparent in banks, and involved transactional processes . Evidently, SMEs in Lebanon have transitioned to be more customer-centric while using the most effective methods. Lebanon possesses the prerequisites for economic growth, such as educated entrepreneurs that have a passion to maximize opportunities, a mature financial industry with global members, talented people with multinational experience and a unique culture among the Arab region. Hence, the role of CRM has expanded throughout many enterprises with prospects of growth for business owners who have thought beyond just profit, and have more willingly recognized the importance of securing customer loyalty, and long-term relationships for greater returns.
The limitation of this study was its reliance on snow-ball sampling. The previously mentioned limitation gives attention to different avenues of research. These avenues concern the extension of this research and application of the model to other contexts. Lastly, qualitative techniques could be incorporated to supplement quantitative connotations.
